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KYM SME SA STALI

Sme TOP 3% Google Premier Partners, Heureka
Partnerom, Zlatym Mergado Partnerom, ADMA €len

Spravujeme viac ako 5 miliénov EUR ro¢ne v online
reklame a dodavame naozaj komplexné weby

Sme spoluzakladatelom siete agentur Magencies

Vyvijame vlastné WP pluginy a tooly

3 Best Performance agentura v Digital Pie za 2025
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Performance

Digital strategy
Content Strategy
Brand Positioning

Discoverability

<K

Development

Front-end Development
Back-end Development

Content Management
System (CMS)

Open-source projects

AGENTURA ZAMERANA NA DIGITAL

X

Content

Content creation
Web Design
Video Content

Branding

Strategy

Digital strategy
Content Strategy
Brand Positioning

Discoverability




BUDME V SPOJENI A SPOJME SA NA LINKEDIN

DIGITALNY MARKETING BEZ

o
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Libor Toporcer @ /J invelity s.ro.

Strategy dlrector&Co-fou_nder @Invehty | Legturer of Q|g|tal Faculty of Management,
marketing | Help companies achieve results in the digital world ,~/ & Comenius University in...
Slovakia - Contact info

5,067 followers - 500+ connections




META SA ZA POSLEDNY ROK ZMENILA
VIAC, NEZ SA VACSINA ZNACIEK STIHLA
NAUEIT.

A PRESNE V TOM JE VASA SANCA.



AGENDA DNESNEHO DNA

1 2 3

TU sme dnes Co sme sa naucili Co s tym robit od zajtra
Cosastalos 3 piliere praktického Konkreétny checklist akcii,
algoritmom a preco to pristupu — kreativa, ktoré mézete riesit od

meni vase rozhodnutia Struktura & data a meranie zajtra






POHLAD NA ZMENU

,Predtym systém riesil pravdepodobnost.
Dnes rieSi zhodu vyznamu.

Algoritmus sa uz nepyta ,klikne tento
¢lovek?". Pyta sa ,rozumiem tomu, ¢o chce —
a rozumiem, ¢o ukazuje tato reklama?”







TRI Al MOZGY, KTORE DNES ROZHODUJU

v

ANDROMEDA
= Ruka

Z miliénov reklam vyberie
~1000 kandidatov do aukcie.
Vratnik. Ak neprejdes, tvoj bid
ani rozpocet nehraju rolu.

©

LATTICE
= Nervovy systém

Samotna aukcia Rozhodne,
ktory z 1000 kandidatov
realne vyhra konkrétne
zobrazenie.

(o)
acn

= Mozog

Rozhoduje v akom poradi ti
reklamy ukaze pocas dni a
tyzdnov. Uplne nova vrstva.




TRI Al MOZGY, KTORE DNES ROZHODUJU

ANDROMEDA LATTICE GEM
= RUKA = NERVOVY SYSTEM = MO0Z0G
Z MILIGNOV REKLAM VYBERIE ~1000 KANDIDATOV SAMOTNA AUKCIA ROZHODNE, KTORY Z 1000

ROZHODUJE V AKOM PORADI TI REKLAMY UKAZE

DO AUKCIE. VRATNIK. AK NEPREJDES, TVO) BID ANI KANDIDATOV REALNE VYHRA KONKRETNE POEAS DI A TYZDi0V. GPLNE NOVA VRSTUA.

ROZPOCET NEHRAJO ROLU. Z0BRAZENIE.



~ PRAKTICKY PRISTUPK
* ANDROMEDE



1. pilier

KREATI'VA JE
NOVE CIELENIE!

Zabudnite na zaujmy a lookalikes ako primarne cielenie.

Dnes je uz len Advantage+ a kreativa, ktora Mete povie, koho ma hladat.



ENTITY ID

ILE SPRAVNE

10 verzii tej istej reklamy 5 odliSnych konceptov

Ina farba nadpisu, iny orez, iny button — Cena, lifestyle, recenzia, €isty produkt,
Meta to vyhodnoti ako jednu identitu. sezonne. Pat ré6znych identit.

[ Meta kazdej vizualne odliSnej reklame priradi vlastnu identitu



VARIACIA = UPRAVA

CJVezmite si JEDEN produkt/kategoriu. Ako vyzera pat verzii podl'a starej vs. novej logiky:

UPRAVA (zle) VARIACIA (spravne)

Verzia 1: Iny headline Verzia 1: Tlaéi cenu / zlavu
Verzia 2: Ind farba CTA Verzia 2: Produktovy lifestyle
Verzia 3: Iny orez obrazku Verzia 3: Recenzia od zakaznika

Verzia 4: Iny emoji Verzia 4: Cisty produkt na pozadi
Verzia 5: Iné poradie textu Verzia 5: Sezonny / event hook

(] ,Pat reklam neznamena jednu reklamu v piatich farbach”



KOLKO KREATIV REALNE TREBA

5 novych konceptov x 3—-4 vizualne varianty kazdého = 15-20 novych reklam

STUPNE UVEDOMENIA ZAKAZNIKA NAPRIEC 4 ARCHETYPMI
(EUGEN SCHWARTZ) e Recenzie uzivatelov (UGC)
e Problém-vedomy e  Demo produktu / pouzitie
e RieSenie-vedomy e  Socialny dokaz / autorita
e Produkt-vedomy e  Pribeh zakladatela / brand

Na d'alSej stranke priklad pouzitia



PRIKLAD ROVNICE

Priklad: magnéziové tablety na lepSi spanok

g

Probléem-vedomy

Vie o probléme, nevie o rieSeni

,S0m unaveny a zle spim — ale
netusim preco.”

OBSAH KREATIVY
Budite sa unaveni aj po 8 hodinach

spanku? Mozno vam chyba jedna vec...

[0

RieSenie-vedomy

Pozna riesenie, nie znacku

Liem, Ze hor¢ik pomaha na spanok.

Googlim najlepsi.”

OBSAH KREATIVY
Nie kazdy hor¢ik sa vstrebava rovnako.
Tu je rozdiel medzi formami magnézia...

S

Produkt-vedomy

Pozna znacku, vaha s nakupom

,Vasu znacku poznam — len neviem,
Ciprave vas."

OBSAH KREATIVY
1200+ recenzii, garancia vratenia
penazi, —20 % na prvy nakup.




NASOBENIE ENTITY ID BEZ NOVEHO NATACANIA

Partnership ads

Ked creator zverejni reklamu cez svoju stranku, aj ked'je
obsah identicky — Meta jej priradi UPLNE NOVU identitu.

Pri vacsich znackach sa bavime v priemere az 20-30%
spendu cez obsah od tvorcov.

Feed image editor + collection
ads

Stale méZete pouzit produktove obrazky z feedu — len ich
vrstvite napr cez feed image editor (cenovky, badge,
sezonny ramcéek).

Kazda varianta layoutu = nové Entity ID pre cely katalog.




2. pilier

STRUKTURA A DATA V
UETE TIEZ ROZHODUJG

Jednoducha Struktura - Cisté konverzné data - vyrieSena akvizicia vs. retencia.
Tri veci, ktoré vam pomozu zlepsit vykon uctu.



DOBA PRED ANDROMEDOU

Campaigns[ l e: - l 69 Opportunity score ¥
M Allads B Value reporting (®) Actions 8 Had delivery < Active ads

Campaign name contains allof SK X  Search to filter by: name, ID or metrics

Struktura z minulosti, ktoru stale B conpi 88 Adses oo Campa
vidime v uctoch:

@ Duplicate v / Edit - W & A/Btest Q More v

g:” ™ Campaign ¥ v  Delivery
v . SK|BOF| © Active
Testovacia kampan + samostatna $kalovacia kampari = . -
Vela ad setov s Uzkymi cieleniami - o
Age/gender testing (,Zeny 25-34" vs ,Zeny 35-44") v| @ | ® dtw
Supis 12 zaujmov v jednom ad sete v]| @ |S™™ ® Active
2-3 % lookalikes ako hlavny ad set v @ o © ctive
Vylu€enia, vylu€enia, vylu€enia I o Actie
v @ SK'av © Active
v . SK | MOF © Active



AKU MAT STRUKTURU UCTU DNES

Minimum ad setov a
kampani

Advantage+ ako Retargeting ako Doplnkové
akvizicia retencia (engagement +

brand)

I:-l Presunte definiciu cielovych skupin z ad setov do kreativ



PRODUKTOVE SETY A ICH VYZNAM

Pomd6zte Andromede pri analyze vaSich produktov. Ak mate
vel'ké pocCty produktov, vytvarajte si sety produktov v

jednotlivych kreativach

e Podlamarze
e TOP najpredavanejsSie produkty
e Novinky

e Kategodrie

A na vytvaranie produktovych setov je samozrejme najlepSie

Mergado.

Sets
Data sources

Events
Shops

Settings

All tools

Filter by

Select channels

Issues

Sets with ads not showing

Q search by name or ID

A produkty 02/25

0 products - O variants

Akcia 04 2025
0 products - O variants

Detska izba
1.5K products - 1.5K variants

GEMINI

4 products - 4 variants

Gina Trimtex
4 products - 4 variants

HUGO

9 products - 9 variants

Jednolozkové postele
90 products - 90 variants

Kancelaria: nabytok
885 nroducts - 885 variants

™

v



GA4 DATA 0 VYKONNOSTI PRODUKTOV

10.
11.

12.

Item name

Session source/medium

Medzirocné porovnanie na produkt

v Item category v Item brand v

Items viewed v %A Itemsadded.. %.. Items purcha.. % A
1,543 93.6% ¢ 1376 15.. 534  163.1% ¢

756 18.3% ¢ 1,265 93.. 280  110.5% ¢

681 76.4% ¢ 428 10.. 72 63.6% t

622 219.0% ¢ 1,004  79.. 82 -8.9% ¢

335 3,250.0%.. 1,118 26.. 3 -

327 -157% 1,250 94... 38 5.6% ¢

268 18.6% ¢ 666 11... 63 85.3% ¢

256 9.9% ¢ 3045 89.. 104 38.7% ¢

253 32.5% ¢ 523  -0... 16 60.0% ¢

227 22.7% ¢ 505 53.. 6 50.0% ¢

223 36.0% ¢ 874 92.. 98 21.0% ¢

219 38.6% ¢ 727 39.. 32 128.6% ¢

Item name

Enter a val

ue

buy-to-detail...

34.61%

37.04%

10.57%

13.18%

0.9%

11.62%

23.51%

40.63%

6.32%

2.64%

43.95%

14.61%

% A
35.9% ¢
77.9% ¢
7.2% &

-71.4% &

252% ¢
56.3% ¢
26.2% ¢
20.8% ¢
22.2% ¢
-11.0% &

64.9% t

cart-to-detail...

89.18%
167.33%
62.85%
161.41%
333.73%
382.26%
248.51%
1,189.45%
206.72%
222.47%
391.93%

331.96%




1ST PARTY DATA

Andromeda potrebuje vediet, kto su vasi najlepsi zakaznici, aby vedela hl'adat im podobnych l'udi.

Manualne uploadovat raz za kvartal = malo.

AUTOMATIZOVANE POSIELANIE PUBLIK

E-mailingové platformy (Mailchimp, Klaviyo, smartemailing, ...)

Moznost prepoijit priamo integraciou - aktualizované denne

Shopify / WooCommerce

CAPI cez oficialne pluginy + Server Events Setup. Posielanie identifikatorov zakaznika (email, telefén hashed).

Custom CRM cez API

Conversion APl endpoint priamo z backend systému — najpresnejsSie, ale vyZzaduje sa development.

Pravidlo: posielajte VIP signaly automaticky aspori raz denne. Ciel' — nech Al vie, koho ma hl'adat.



ANDROMEDA JE LENIVA NA AKVIZICIU

Advantage+ vam ukazuje krasnu ROAS — ale POZOR, méZe ist o nakupy od 'udi, ktori by siich

kupili aj bez Meta reklamy.

2 moznosti ako pracovat s akviziciou vs. retenciou

CESTA 2 — Pomocna
Definuj existujuceho zakaznika

CESTA1-—Tvrda
Vylu¢ existujucu databazu

Advertising Settings - Existing Customers.Systém pri
zobrazovani reklam bude zohl'adiovat a pracovat s tymto
publikom.

Custom Audience, napr.: nakupy 180 dni — vSetko ako
EXCLUSION na ad set urovni.




VYLUCENIE PUBLIKA AKO FORMA AKVIZICIE

() Maximum audience retention has increased for purchase events

e Vytvorte si publikum nakupujucich v sekcii

You can now set audience retention to a maximum of 730 days when you select purchs

Audiences

Learn more

& H O

(® Changes to location targeting

Ae
L

Understand changes to location targeting

One or more of your saved audiences contains a location targeting option that has bee

o @ A

Learn more
[ Q. vietci zakaznic{ ] Name
Lookalike (10%) - vSetci zakaznici do
All audiences 5.12.2025 (email)

Expiring/audiences @ | vietci zakaznici do 5.3.2026 (email) |

Cilyar



NASTAVENIE AD SETU

e \/ytvorte sivo svojej Strukture ad set kde natvrdo
vylucite toto publikum. 2 Audienee + Advantage+ on

Set up your audience using controls and suggestions. About audiences

Use a saved audience »

Controls @
We won't reach people beyond these settings, even with Advantage+ on.

No advertising settings set

Locations @
Inclusion: Slovakia

Hide controls »

Minimum age ©
18

Exclude these custom audiences @
vetci zakaznici do 5.3.2026 (email)




STRUKTURA NOVI VS. EXISTUJUC

Nezabudnite si do svojej Struktury pridat:

akvizi€né ad sety s vylu€enim publika

reten¢né ad sety s oslovenim existujucich zakaznikov

Ooff/
on ™

Ad set TV

adv+_7daylviewAM-excl.databaza-

adv+_7daylviewAM-excl.databaza-

adv+_7daylviewAM-excl.databaza-

Customer list (databaza) -... ' Unpu



EXISTING GUSTOMER - ADVERTISING SETTINGS

y

/J Shortcuts X
Engaged audience > Existing customers > Audience controls > Placement controls >

@ Create a custom audience for people who Create a custom audience for people who Set who you want to see your ads. Set where you want your ads to appear.
are aware of your business but have not have purchased your products and signed -

000 made a purchase. up for your services. Not defined Not defined

- Defined Defined
=) Your business
d?b Help us better understand your business so we can provide recommendations and features that are more relevant.

= ) & &
Account controls Value rules Meta Verified

Get a verified bgaffe to build confidence with your

Set account controls to limit who sees your ads and Create rules to tell us how much more certain
where they appear. audiences, placements and conversion locations are

No account controls set worth to your business.

Norule sets created

Creating ads
Review and update your settings to make it easier to create ads.

# 2 @

Creative features Audience segments Verifications and ad transparency

Test new creative features in eligible campaigns to Get additional insights about your sales campaign Start and track verifications, and autofill default

help us improve our features and your ad audiences when you define your engaged audience advertiser and payer details for ad transparency.
and existing customers. Verifications: None completed

performance.
Engaged audience: Defined Advertiser and payer: Added for 1location

Test new creative features: On
Existing customers: Defined




EXISTING GUSTOMER - NASTAVENIE V KAMPANI

< Audience segments

Audience segments

Engaged audience - Last updated Nov 12, 2025
These are people who are aware of your business or interacted with your products or services, but
have not made a purchase.

Existing customers - Last updated Nov 12, 2025
These are people who have purchased your products or signed up for your services.

Audience URL parameters
Build audience URL parameter - Optional

Add audience segments to your website URLs to track them in third-party tracking tools. Building
audience URL parameters will automatically add them to your sales campaigns.

Cancel

v

v

B INV-sales-NEW -A...

[u]u]

aa adv+_7daylview...
[T catalog_sale_...
[ catalog_sale_...
[F) single_image._...

88 adv+_7daylview...

& Eai @ Keview

© Audience segment reporting

You've defined audience segments in Advertising settings. About audience segment
reporting

Engaged audience
Add_to_cart_but_not_purchase_60d, Time spent 25%, Website visitors 30 days

Existing customers
All_customers_custom_list, vSetci zdkaznici do 5.3.2026 (email), Purchase_180d



EVENT MATCH QUALITY (EMQ}

Andromeda pouziva kvalitu konverznych dat ako faktor pri vybere, ktoré reklamy sa vobec dostanu do hry.
Slabé data = horsia distribucia, aj ked’ mas skvelu kreativu.

EMQ SCORE — KAM SA POZRIET
L _______________ ]

9-10 6-8 <5

Vyborne OK Kriticke

Andromeda ti otvara dvere. Sustred’te
sa na kreativu.

Nutnost zapracovat zmeny pretoze

Minimum, ktore odporucame mat. vas to bude vo vykone tahat dole

Auditujte Events Manager mesacne, nie kvartalne.



AKO ZLEPSIT EMQ

e Over, ¢i CAPI vbbec bezi

Pod 5 je najcastejsie pixel-only alebo pokazené serverové eventy. Bez serverového CAPI sa EMQ skore ani nepocita.

e Posli high-tier identifikatory: email + telefon

Hashovany email a telefon tahaju skore najviac. Toto spravte skor nez ¢okolvek iné.

° D0p|ﬁ ostatne parametre
Meno, mesto, PSC, krajina a pod. Kazdy d'al$i match key pridava body.

e Over hashing a normalizaciu

Musi byt SHA-256, lowercase, bez medzier. Zly format = parameter sa nezapocitava, aj ked’ ho posielate.

e Oprav deduplikaciu

Event_id sa musi presne zhodovat medzi pixelom a serverom. Inak Meta dvojito pocita a matie feedback loop.



lllll

AKU MERAT SO
ZDRA\IYM RUZUMUM

Na aké metriky sa poz apreco?



AKO NA VYHODNOCOVANIE S ANDROMEDOU

e ROAS apristup knemu

Kombinujte viacero atribuénych modelov a vyhodnocuijte si v datach: novy vs. existujuci zakaznik

o Citajte metriky v kontexte, nie izolovane

Hl'adajte prienik viacerych metrik ako addtocart, viewcontent, cost per landing page a pod.

e Prinos Meta naobchodné vysledky

Produktovy GA4 report pripadne priamo v obchodnych vysledkoch (percentualny narast predaja a pod.)

e \/ykonnost kreativ - Unava vs. vykon

Okrem vykonnostnych metrik si sledujte vase kreativy cez CPMr, delivery, hook rate, hold rate a pod.



PRIKLAD AKO POUZIT GA4

e Spustena kreativa na vybrany

produkt/kategoriu ‘ /\/\/\/\}/\/\/\/\/

e Sledujte aky mala kreativa prinos na celkove ‘
webové data (GA4 produktovy report prip. iné

ana |yt|Cké I’eportY) — ltems viewed

e Zistite i sa predaje po spusteni kreativy

zvysili alebo nie.



COST CAP - KEDY ANO, KEDY NIE

Cost cap (cielova cena za akciu) je fajn vec ale méze to zabit vas vykon

KEDY ANO

Je potreba striktne dodrziavat hornu hranicu CPA

° Meta méZe minut aj 0€/der ak je bid prili§ nizky
Andromeda ma omnoho menej priestoru uéit sa Sezonne kampane s jasnymi pravidlami

Vacsie a stabilné ucte s konverznou historiou

Pri men$om rozpocte sa méZe dramaticky vychylit
vykon

Cost per result goal @

€X.XX EUR

Meta will aim to spend your entire budget and get the most purchases using the
highest volume bid strategy. If keeping the average cost per result around a certain
amount is important, enter a cost per result goal.



NAJCASTEJSIE CHYBY, KTORE VIDIME

Vypinanie TOF reklam
podl'a Meta ROAS

Absencia CAPI merani (
0 30% az 40% menej
dat v ucte)

Vel'a ad setov na A/B
testing jednej
premennej (vek, ...)

Sledovanie a vypinanie
reklam pre vysoku
frekvenciu ak je
rentabilné ROAS

Absencia
vyhodnocovania novi
vs. existujuci

Absencia prace s
breakdown a Ads
reportingu







3 TRENDY, NA KTORE SA PRIPRAVTE

e Syntetickeé persony

Testovanie reklam na syntetickych datach pred spustenim vd'aka Al.

e Real-time kreativa

Ocakavame, Ze systém bude schopny personalizovane menit video pre uzivatel'a - iné pozadie, hudba, hlas

e Pracas kamparnami mimo rozhranie

Vsetky manualne prace bude (uzZ robi) Al za nas mimo rozhranie Ads Manageru.



5 KONKRETNYCH NAVRHOV / MYSLIENOK

1 2 3 4

Presurite vas focus Skontrolujte si Spravte si prehlad o Spravte si audit

0

Skontrolujte si Ci

cieleni z ad setov na nastavenie CAPl a pocte odliSnych Struktury Uctu -
kreativy pravidelne sledujte kreativnych potrebujete vietky
EMQ skore konceptov - nie ad sety a kampane?
variacii

mate nahraté publika
nakupujucich a i
pracujete s akviziciou
aretenciou




ANDROM

SOBTE SVOJU PRACU NOVYM
VIDLAM.

'KREATWA. CISTE DATA. JEDNODUCHA STRUKTURA



@invelity

ww.invelity.com info@invelity.co



